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In recent years, the volatility of lecturers in non-public university tends
to increase. This inevitably worries educational managers at non-public
universities. This study aims is to apply the VAB model and build a
theoretical model and then test the model in which personal values
affect organizational commitment. The survey sample of the study was
collected from 5 non-public universities in Ho Chi Minh City with a total
of 332 sheets. The mixed method was used in this study. Specifically, the
qualitative research methods with focus group are used to assess and adjust
the scales to suit the research context, while quantitative research is used to
assess the reliability of the scale and to test theoretical modeling. Research
results show that all research hypotheses are statistically significant at the
level of 5%, such as Personal values affect satisfaction with the organization
and organizational commitment with coefficients of 0.552 and 0.274;
while organizational satisfaction has a positive impact on organizational
commitment of 0.379. Unlike many previous studies in Vietnam, the
behavioral outcome is considered with the “human value” instead of the
“material factor” and is conducted in the context of non-public higher
education. Results imply that non-public universitiy managers need to pay
more attention to employees’ personal values.
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Nhiing nam gin day, su bién dong trong doi ngti gidang vién dai hoc trong
cac trudng ngoai cong lap c6 xu hudng gia tang. Diéu nay it nhiéu da khién
cac nha quan ly gido duc tai cac trudng Pai hoc ngoai cong lap lo lang va
phai tim kiém giadi phdp can bang. Muc dich ctia nghién ctiu nay la van
dung mo6 hinh VAB d€ xay dung mé hinh ly thuyét va kiém dinh mé hinh
trong do gia tri ca nhan anh hudng nhu thé nao dén sy gan két véi t6 chiic.
Mau khao sat ctia nghién ctiu dugc thu thép tii 5 truong DPai Hoc ngoai
cong lap tai TPHCM véi téng s6 phiéu la 332. Phuong phap két hgp duge
st dung trong nghién ctiu nay. Cu thé phuong phap nghién ctiu dinh tinh
voi ky thuat thao ludn nhém nham diéu chinh bo thang do cho phu hgp
vOi ngti canh nghién ctu, trong khi d6 nghién ctiu dinh lugng dung dé
danh gia do tin ciy cua thang do va kiém dinh mé hinh ly thuyét. Két qua
nghién ctiu cho thdy, tat ca cac gia thuyét nghién ctiu déu cé y nghia thong
ké 95%, cu thé: gia tri cd nhan anh hudng téi su hai long véi t6 chic va su
gan két véi t6 chic v6i hé s6 1an lugt 1a 0,552 va 0,274; trong khi do, sy hai
long v6i t8 chiic c6 tac dong tich cuc t6i su gin két véi t6 chiic 1a 0,379.
Khong giong véi nhiéu nghién ctiu trude day tai Viét Nam, két qua hanh
vi dugc xem xét v6i bién gia tri con nguoi, khong phai la yéu t6 vat chat
va dugc thuc hién véi ngii canh gido duc dai hoc ngoai cong lap. Két qua
nghién ctiu ham y rang, cac nha quan ly cac truong dai hoc ngoai cong lap
can chu y nhiéu hon doéi véi gia tri ban than ngudi lao dong.

1. Giéi thiéu

Nguoén lyc 1a nhén té quan trong v6i moi t6
chtic, ddm bao 6n dinh nguén nhan luc da va
van dang la vin dé dugc cac t6 chtic chu trong

*Tdc gid lién hé:

Email: pphuong@ntt.edu.vn

nham tang hiéu sudt lam viéc va giam t6i da
ty 1& bod viéc (Arman, 2009). Gido duc la mot
nganh c6 dong gép hang dau trong viéc nang
cao tinh canh tranh cta nén kinh t€ quoc gia
(Cabauatan & Manalo, 2018). Ciing vi ly do nay
ma chinh pht cdc nudc thudng phan bd mot
phén dang ké ngan sach d€ cai thién chat lugng
gido duc nhu viéc phan bé 16p hoc va ty 1é gido
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vién/hoc sinh mot cach hop ly (Khan & Igbal,
2012), sach gido khoa, gido trinh (Mahmood,
2011), tai nguyén hoc tap (Jeong & Hmelo-
Silver, 2010) va co s& ha tang cong nghé (Jain
& Kaur 2014). Tuy nhién, doi ngd nhan su
va giang vién it dugc quan tam va chu trong
(Duflo & Hanna, 2012). Theo bdo Tudi Tré
ndm 2022, thong ké tti bd Gido duc va Pao tao,
trong “top” cac trudng dai hoc dat doanh thu
nghin ty, s6 lugng cdc truong ngoai cong lap
van chiém uu thé. Mot dic thu la doi ngi giang
vién doanh nhén chiém ty 1¢ cao tai cac trudng
ngoai cong lap. Bai theo diéu 14 Luat vién chiic
s0: 58/2010/QH12 ngay 15 thang 11 nam 2010,
gidng vién tai cac truong ngoai cong lap khong
thudc ché do vién chtic, diéu nay gép phan tao
nén su khac biét trong cach nhin nhéan, nhu cau
viéc lam va dong luc ctia giang vién cac trudng
ngoai cong lap so véi giang vién trong h¢ thong
cac truong cong lap. Co thé ti ddy ma nhiéu
giang vién chuyén viéc cting c6 chiéu hudng gia
tang & khu vuc tu (Truong Diic Thao, 2018).
Giang vién c6 trinh d¢ thuong dugc sin don,
tao diéu kién d€ lam viéc phu hgp véi nang luc,
ti d6 nang cao chat lugng cho ban than cac
truong dai hoc. Tién luong khong con la yéu té
quyét dinh dén dong luc gan két cua ho véi t6
chtic béi dac thu ctia giang vién ctia cac truong
ngoai cong lap nhu da noéi & trén.

Co6 nhiéu nghién ctu vé dong luc lam viéc
cua nguoi lao dong & cac linh vic khac nhau tai
Viét nam, nhung hau hét cac nghién ctiu da bao
quat va dé cap dén cac yéu té dugc dugc danh
gia lai trong mot ngti canh nghién ctu cu thé,
phan 16n la nghién ctu ldp lai hay diéu chinh lai
cho thich hgp véi ngii canh nghién ctiu. Trong
nghién ctiu nay van dé dong luc cta nguoi lao
dong dugc tiép can theo huéng mai hon so véi
hau hét cac nghién ctiu tai Viét Nam trudc day
trong dé yéu t6 thic ddy ngudi lao dong khong
chila nhiing nhu cau vé vét chat hay nhan thic
ma la “gid tri”, 1a nhiing dinh huéng triét ly vé
cudc song. Chu dé gia tri ca nhan thuong dugc
nghién ctiu trong lanh vyc Marketing, ma cu
thé thong qua danh gia vé chat lugng dich vu
va ca hanh vi ctia khach hang d6i véi dich vu do
(Taylor & Baker, 1994). Bdc biét, mot s6 nghién
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ctiu da c6 gang xac dinh cac yéu té quyét dinh
su hai long va long trung thanh cta khach hang
trong cac nganh dich vu khac nhau. Phan 16n
cac nghién ctiu nay dua trén cac yéu to lién
quan dén thudc tinh chiic ndang cua dich vu
(service attributes) (Young & Feigi, 1975; Olson
& Reynolds, 1983), chdt lugng dich vu (service
quality) (Parasuraman & cong su, 1988; Cronin
& Taylor, 1992; Taylor & Baker, 1994), hodc gid
tri dich vu (service values) (Zeithaml, 1988).
Céc yéu t6 nay la ba cip do dau tién trong mo
hinh phén cép 4 cap do do Zeithaml (1988) dé
xudt. G cdp d6 thi 4 thi cach thtic danh gia vé
dich vu vugt xa véi gia tri c6t 16i ban dau ma
ngudi mua suy nghi trong tién trinh ra quyét
dinh mua, cé nghia la khi nguoi ta st dung dich
vu khong nhiing xem né giai quyét van dé gi
cho ta vé mat thudc tinh (chtic naing) ma xa hon
la chat lugng phuc vu (vé mat tinh cam) hay xa
hon niia la n6 dap tng diéu gi cho triét ly song
cta ca nhan ngudi d6 (gid tri). Tuy nhién, chua
c6 nhiéu cong trinh dugc cong boé vé cach cac
bién s6 ddc diém ca nhan (vi du gia tri ca nhan
va tinh cach ca nhén) anh huéng dén thai do va
hanh vi cia nguoi tham gia trong t6 chiic.

Gia tri cd nhéan la bién s6 khac biét cua ca
nhan da dugc ching minh la nhiing yéu t6
quyét dinh quan trong dén thai d¢ va hanh vi
ctia nguoi tiéu dung (Homer & Kahle, 1988).
M6 hinh dugc st dung rong rai nhat dé diéu tra
tac dong ctia cac gia tri ca nhan 1én thai do va
hanh vi 1a hé thong phan cap gia tri - thai do -
hanh vi (VAB) (Homer & Kahle 1988). M6 hinh
nay da dugc st dung thanh cong dé nghién ctu
cac hanh vi khdc nhau bao géom hanh vi tham
gia ctia nguoi tiéu dung (Xie va cong su, 2008)
va mot s6 hanh vi truc tuyén (Hansen, 2008).
Chu dé vé “gia tri ca nhan” dugc quan tam baéi
nha nghién ctiu vé Marketing, nhiéu nghién
ctiu dugc thuc hién, nhung rat it dugc cha y
bGi cac nha nhién cttu vé t6 chic. Muc dich
ctia nghién ctiu nay 1a 4p dung va mé rong mo
hinh VAB nhu mét phuong tién dé€ xem xét vai
tro cla gid tri cd nhdn trong viéc giai thich thai
do6 va hanh vi tham gia trong t6 chtic gido duc
bai Hoc ngoai cong lap & mot nude dang phat
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trién nhu Viét Nam, la m¢t diém khdac biét gita ~ mo hinh nay, cac gia tri anh hudng dén hanh vi
nghién ctiu nay so v6i cac nghién ctiu trude day.  ca truc tiép va gian ti€p thong qua thai do. Dac
diém chinh ctia mo6 hinh nay la nhdn manh vao
2. Co s6 ly thuyét va mo hinh nghién ctu vai tro trung gian cta thai do doi v6i moi quan
hé gia tri va hanh vi. Do d6, mo hinh nay ngu y
mot hé thong phan cdp ctia nhén thiic, trong dé
Trong nghién ciu nay, nhom tdc gid s@ 4anh hudng vé mit ly thuyét tit nhan thic tritu
dung mo hinh phén cap gia tri - thai do - hanh  tugng hon (tdc 1a gia tri) dén nhén thic trung
vi (Value-attitude-behaviour hierarchy model  gian (ttic 1a thai d6) dén cac hanh vi cu thé. Do
_VAB) dé€ lam khung phéan tich x4y dung m6  do6, mo hinh nay c6 thé dugc mo ta mot cach
hinh ly thuyét. Ly do 12 mo hinh dugc st dung  tric quan nhu mét chuoéi nhan qua: gid tri >
rong rai nhat d€ diéu tra tic dong ctia cac gid tri  thdi do > hanh vi (Homer & Kahle, 1988).
cé’ nhan 1én thai do va hanh vi 1a h¢ thong phan Mb hinh VAB da duoc 4p dung trong cic
cdp gid tri - thai do - hanh vi (Homer & Kahle,  inh vizc khac nhau, nhu dé giai thich thai dé
1988). M6 hinh nay st dung phé bién trong nghé nghiép, su tham gia ctia nguoi tiéu dung
linh vic Marketing, viéc sit dung mé hinh nay  trén cong déng a0 (Huynh Thi Xuén Mai &
vao nghién ctu trong linh vic HRM 1a mdt  Syein Otta Olsen, 2015), hanh vi ctia ngudi tiéu
diéu méi mé 6 mot nudc dang phat trién, mot dung d6i véi san phdm dich vu (Pham Ngoc
qudc gia c6 nén kinh t€ chuyén d6i nhu Viét Thy & Le Nguyen Hau, 2020). Tt noi dung ctia
Nam (Xie va cOng su, 2008; Hansen 2008). Theo  mo hinh VAB, khung phan tich nhu sau:

2.1. Ly thuyét nén va khung phdn tich

GIA TRI = THAI PO ' HANH VI
(Value) ‘ (Attitude) ‘ (Behavior)

Hinh 1. Khung phan tich m6 hinh V-A-B

2.2. Méi quan hé giiia cdc khdi niém va mé  cing cho thiy, gid tri dich vu ca nhan ctia khach
hinh nghién ciiu hang c6 tac dong tich cuc dén sy hai long cua

Vé mit tong quat mo hinh VAB da thanh k.h7éc%1 }Téng. D O‘Yé“y’ troBg ngh1en ,c1'Iu nély‘ tac
cong gidi thich méi quan hé gitta nhan thitic vé 814 5€¢ Adung sy h,af l?ng’ doi Vol to Ch‘{c nhtiﬂl_a su
gia tri ddi vai théi do va hanh vi (Xie va cong su, d:f“ dlle;n cbo thdi dj cla nSUGI l.ao dong~ déi V(f?
2008). Theo thoi gian, nhiéu nghién ctu thyc O chiic d6. Trong Marketing dinh nghia su hai
nghiém da dugc ching minh mdéi quan hé nay long Cﬁ? khach ?éng la su ddnh gid cua khach
nhung it nghién ctu gidi thich su téc dong cia  hang vé san phdm hodc dich vu & goc d6 sin
dic diém ca nhan. Nghién citu ctia Huynh Thi ~ phdm hodc dich vu dé c6 ddp tng dugc nhu
Xuan Mai va Svein Otta Olsen (2015) da chiing ~ cdu va mong dgi ctia ho hay khong (Zeithaml
minh gia tri c4 nhan c6 tic dong t6i thai do cia & Bitner, 2000). Trong khi d6, sy hai long trong
nguoi tiéu dung tham gia trén cong déng 4o  cong viéc la tong hoa nhiing cdm xtc ma cd
trong viéc dong séng tao ra gia tri. Dic diém vé  nhan nguoi lao dong nhan thdy dugc nhiing
thdi do & trong nhiing nghién ctu cu thé cing  nhu cdu cta ho dugc ddp ting (Evans & Rauch,
dugc thé hién & nhiing khia canh khic nhau  1999). Con theo Philip Kotler (2001), su hai
nhu yéu, thich, hai long, théa man... Nghién long ctia khach hang (Customer satisfaction) la
ctiu ctia Pham Ngoc Thu va Le Nguyen Hau  muc d6 trang thai cdm gidc ciia mot ngudi bat
(2020) vé dich vu ca nhan trong linh vic ngan  ngudn ti viéc so sanh két qua thu dugc tu viéc
hang da thé€ hién thai d6 thong qua sy hailong  tiéu dung san phdm/dich vu v6i nhiing ky vong
vé chit lugng dich vu d6. Két qua kiém dinh  cta chinh ho.
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Gid thuyét H1: Cé mdi quan hé thudn chiéu
gitia gid tri cd nhdn ngudi lao dong vdi sy hai
long véi t8 chiic.

Nhu phan tich & phén trén, gia tri ciing dugc
goi y dé anh hudng truc tiép dén cac hanh vi
(Homer & Kahle 1988), nhung cac tac gia khac
lai khong cho nhu vay (Hansen 2008). Nhu vay,
mdi quan hé gitia gia tri va hanh vi hoan toéan
chua xac dinh dugc. Tuy nhién, cling cé nhiéu
bang ching thuc nghiém ctng da ching minh
dugc moi quan hé nay trong mot trudng hop
cu thé. Ching han nhu nghién ctiu ctia Purc va
Laguna (2019) cho thdy, gia tri ca nhan c6 tac
dong t6i hanh vi d6i méi sang tao. Mdi quan
hé nay ciing thudng dugc cac nha nghién ctiu
Marketing xem xét khi danh gid hanh vi cua
khach hang trudc khi mua, sau khi mua dugc
thé hién nhu hanh vi mua 1dp lai (Pham Ngoc
Thu & Le Nguyen Hau, 2020), su lan toa tich
cuc (Tho va cong sy, 2015). Trong nghién ctiu
nay, tdc gid su dung két qud ctia thdi do la su
gan két vdi t6 chifc nhu 1a hanh vi ctia ngudi lao
dong doi véi 6 chic.

Gid thuyét H2: Cé mdi quan hé thudn chiéu
giila gid tri cd nhdn ngudi lao dong véi su gan két
vdi t0 chiic.

C6 kha nhiéu nha nghién ctiu khac nhau
khai niém hoa su gan két. Moi nha nghién ctiu
c6 nhiing dinh nghia khac nhau vé sy gan két
cua ngudi lao dong véi t6 chiic, ho c6 nhiing
cach khac nhau dé do luong khai niém nay.
Mowday va cong su (1979) dé xudt 03 thanh
phan cua su gin két la: (1) Su dong thudn
(Identification) nghia 1a c6 niém tin manh mé
va chdp nhén muc tiéu, gia tri cta t6 chic, (2)
Long trung thanh (Loyalty) la mong mu6én mot
cach manh mé duy tri vai tro thanh vién cua t6
chiic, (3) Su 16i cuén (Involvement) la dan than
vao cac hoat ddng ctia té chic, va ludn c6 ging
tu nguyén vi t6 chtic. Trong khi d6, O’reilly va
Chatman (1986) dé xuat 03 thanh phan cua su
gan két la: (1) Su tudn thu (Compliance) tiic
la sy dén than vi nhiing phan thudng dic biét,
(2) sy dong thudn (Identification) la su gan bd
vi mong mudn hoi nhap véi td chic, (3) sy tiép
thu (Internalisation) 1a su dan thin do co su
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phu hop, su tuong dong gitia gia tri ctia ca nhan
VvOi gia tri ctia t6 chiic.

Mot quan diém khac vé sy gan két dugc
nhiéu sy thong nhat ctia cac nha nghién ctu vé
t0 chtic 1a ctia Allen va Meyer (1990), nhdm nay
dé xudt 03 thanh phén cua sy gan két la: (1) sy
gan két vi cdm xic (Affective) 13 tinh cdm gan
bo, dong nhat va dén thin vao trong t6 chiic,
(2) su gan két do lgi ich (Continuance) 1a nhan
vién nhan thay sé mat mat chi phi khi r&i khoi
t§ chiic, (3) sy gan két vi dao dic (Normative) 1a
cam gidc cé nghia vu ti€p tuc cong viéc vi nhiing
van dé quy chudn hay ap luc xa hoi. Trong s6 rat
nhiéu dinh nghia va thanh phan ctia y thiic gan
két ctia nhéan vién d6i véi t6 chiic, dinh nghia
cta Allen va Meyer (1990) dugc chdp nhan va
sti dung nhiéu nhdt trong cac nghién ctiu hién
nay. Trong nghién ctiu phén tich téng hgp cac
tién dé, tuong quan va két qua ctia ba dang gan
két “cam xuac”, “lgi ich” va “dao duc”, Allen va
Meyer (1990) da phat hién ra rang, ba dang gan
két nay cd lién quan véi nhau va lién quan véi
muc do khong dong déu. Trong do, su gan két
vi cam xuc ¢ mdi tuong quan manh nhat va
phu hgp nhat dén cac vin dé lién quan cua té
chtic. Allen va Meyer (1990) cho rang, gan két
tinh cdm la hinh thiic gan két dugc cac t6 chic
mong muén cé dugc tii nhin vién minh nhat.
Eisenberger va cong sy (1990) ciing lap luan
rang, cac nhan vién sé gan két tinh cam véi t6
chtic hon néu ho cam nhén dugc rang t6 chtic
do cang gan két v6i minh va sy gan két do duogc
thé hién thong qua nhiing cong tac ho trg nhu
ché do dai ng¢ va chinh sach phuclogi tot, co hoi
phat trién nhiéu. Do d9, tac gia st dung quan
diém vé sy gan két cta Allen va Meyer (1990)
va thanh phén gan két vi cdm xuc lam bién phu
thudc d€ do luong cho su gan két véi t6 chiic.

Theo mo hinh VAB, thai d¢ c6 tdic dong dén
hanh vi (Xie va cong sy, 2008). Do vay, tac gia
hoan toan cé co s& dé thiét [ap mo6i quan hé
nay. Moi quan hé nay dugc kha nhiéu nghién
ctiu thuc nghiém da ching minh, nhu sy hai
long tdc dong thuan chiéu véi long trung thanh
6 trong nhiéu ngti canh nghién ctiu khac nhau
(Pham Ngoc Thu & Le Nguyen Hau, 2020; Ngo
Vu Minh & Nguyen Huan Huu, 2016; Tran Dtic
Thing & Pham Long, 2015), hay thai d¢ thac
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ddy su tham gia ctia khach hang trén cong dong  dén thai do doi véi thuc phidm ty nhién, tit d6
a0 (Huynh Thi Xuan Mai & Svein Otta Olsen,  anh hudng dén hanh vi mua sim ctia nhiing
2015). Trong khi d6, su hai long tac dong v6i  nguoi tiéu dung thuc phdm ty nhién. Phat hién
su gan két voi t6 chic thi it thdy nghién ctu  cta ho chi ra rang, cac gia tri c6 anh hudng dén
thuc nghiém. Do viy, trong nghién ctiu nay thai d6 d6i véi thuc phdm ty nhién va théi d6
moi quan hé gitia sy hai long va su gan két v6i  nay c6 anh hudng dén viéc mua thuc phdm tu
t6 chtic dugc xem xét. nhién. Quan trong hon, phan tich phuong trinh
cdu trac cho théy rdng cac gia tri khong c6 anh
hudng truc tiép dang ké dén hanh vi mua sam.
Két qua nay cho théy rang, thai d6 dong vai tro
trung gian gitia cac gid tri va hanh vi, va do dé

Homer va Kahle (1988) da thii nghiém mé  hé tr¢g mo hinh phan cép. Tit nhiing lap luan
hinh trong mot tinh huéng rit cu thé, ddlamua  vé méi quan hé giiia cac khai niém nghién cttu,
sém thyc phdm tu nhién. Dya trén md hinh  t4c gia dé xu4t mo hinh nghién ctu véi céc gia
phan cap, téc gia d€ xudt rng, gid tridnh hudng  thuyét nhu sau:

Gid thuyét H3: C6 mdi quan hé thudn chiéu
giita sy hai long vdi t6 chiic véi sy gan két vdi to
chiic.

H1+

GIA TRI CA NHAN | SUHAILONG VOI TO
NGUOI LAO BDONG (PV) T CHUTC (0S)

H3+

SU GAN KET VOI TO
CHUC (0C)

Hinh 2. M6 hinh nghién ctiu dé nghi

3. Phuong phap nghién ctiiu (Correctted Item- Total correlation) ctia bién
do luong >=0,3 (Nunnally & Bernstein, 1994).

Phan tich nhdn t6 khdm phd EFA: Trong
. . A A s A nghién ctiu nay, tac gia phan tich EFA & giai
gl doan’ la nghlef} cuu so l?o va nghién C]jm dgan so bo V(')’? phli%)’ngpphép trich Princ?pal
chinh thtc, cu thé dlI(.)'C’Chla thanh 3 budc: Axis Factoring v6i phép xoay Promax. Theo
(1) Nghién ctiu tai liéu d€ xay dung mo hinh, Gerbing va Anderson (1998), phuong phdp
nghién ctiu dinh tinh dé diéu chinh thang do;  {rich Principal Axis Factoring v6i phép xoay
(2) Dénh gid so bo do tin cdy ctia thang d6; (3)  Promax sé phan dnh c4u tric di liéu chinh xéc

3.1. Quy trinh nghién ciiu
Trong nghién ctiu nay, tac gia thuc hién 2

Kiém dinh mo hinh ly thuyét. hon nhiing phuong phap khac.
Kiém dinh db tin cdy Cronbach’Alpha: Phén tich nhan té khdng dinh CFA: Muc

Trong nghién ctu thyc hién phéan tich d6 tin  dich phan tich nhan t6 khing dinh CFA 13 kiém
cay & 2 giai doan la Cronbach’s Alpha sobo va  dinh sy phu hgp véi thang do. Phuong phap
Cronbach’s Alpha chinh thic. Hé¢ s6 tin cdy ~ CFA trong phéan tich mo6 hinh c4u tric tuyén
ctia thang do dugc chidp nhéan khi c6 0,6<=hé¢ tinh. D€ do ludng miic d6 phu hgp ctia mod
s6 Cronbach Alpha <= 0,95 (Nunnally &  hinh véi dit liéu thi trudng, ngudi ta thudng st
Bernstein, 1994) va hé s6 tuong quan bién-tdng  dung nhiing chi s6 sau dé ddnh gia: Chi-square
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(CMIN); Chi-square hiéu chinh theo bac tu
do (CMIN/df); Chi s6 tich hgp so sanh (CFI_
Comparative Fit Index). Chi s6 Tucker & Lewis
(TLI_ Tucker & Lewis Index); Chi s6 phu hgp
mo hinh (GFI-Goodness of Fit Index); Chi s6
can bac hai ctia binh phuong sai s6 RMSEA
(Root Mean Square Error Approximation)
(Nguyén Dinh Tho, 2013).

Kiém dinh mé hinh SEM va Bootsrap:
Phan tich mé hinh cdu trac tuyén tinh SEM
dugc st dung d€ kiém dinh mo6 hinh ly thuyét
dé nghi v6i phan mém AMOS 24. Bootstrap la
phuong phap ldy mau c6 hoan lai trong d6 mau
ban didu dugc xem nhu la ddm dong. Trong
Bootstrap may tinh sé chon ra hang loat mau
khéc nhau véi kich thuéc bang véi s6 mau ban
dau (phuong phap c6 hoan lai). Nhu védy, néu
hiéu s6 trung binh cdc uéc lugng tii Bootstrap
va udc lugng ban dau co gia tri tuyét doi cang
nho khong c6 y nghia thdng cang tot, ching té
cac udc lugng trong mo hinh la tin cay.

3.2. Mau nghién citu va thang do

Nghién ctiu chinh thtic dugc thuc hién bang
cach stt dung cac cudc phong van truc tiép bang
bang hoi. Mot mau thudn tién gom 350 phiéu
dugc phat ra d€ thu thip thong tin ti nhiing
giang vién dang cong tac tai 5 truong Pai hoc
gom (1) Pai hoc Nguyén T4t Thanh (2) Pai hoc
Hutech (3) Pai hoc Van Lang (4) Dai hoc Huflit
va (5) Dai hoc Hong Bang.

Trong nghién ctiu nay cac thang do dugc
tham khao ti nhiing thang do ctia nhiing nha
nghién cuu trudc day nhu: Thang do vé gia
tri ca nhan tham khao 13 quan sat tu Lages va
Fernandes (2005); Liu va cong su (2009), trong
khi d6 thang do veé sy hai long tham khao tii 5
quan sat ctia Tailor va Baker (1994), cudi cung
thang do sy gan két véi t6 chiic tham khao 4
quan sat ti thanh phén gan két cam xuc tu
thang do 2 cép ctia Allen va Meyer ( 1990).

4. Két qua nghién cttu va thao luin

4.1. Thong ké mau khdo sdt

Viéc khdo sat dugc tién hanh bing bang cau
hoi (phiéu khao sat) danh gid cho diém theo
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thang do diém 5 dugc gui truc tiép cho cac
giang vién 5 trudng Pai Hoc da chon. S6 phiéu
phat ra khdo sat trong nghién ctiu chinh thuc la
350 phiéu, thu vé hop 1¢ 1a 332 phiéu dat ty 1é
94,8%. Trong d6 c6 185 nam (chiém 55,7%) va
147 nii (chiém 44,3%). V6i bién co s& gido duc
(CSGD) trong s6 332 phiéu hop 1é thi Dai Hoc
Hoéng Bang c6 87 ngudi chiém 26,2%, Pai Hoc
Nguyén Téat Thanh c6 59 ngudi chiém 17,8%,
Dai Hoc Van Lang c6 69 ngudi chiém 20,8%,
bai Hoc Hutech c6 73 nguoi chiém 22,0% va
bai Hoc Hulflit c6 44 ngudi chiém 13,3%.

4.2. Két quad nghién citu dinh tinh

Trong nghién ctu dinh tinh ctia nghién ctiu
nay dugc thuc hién bing hinh thic thdo luan
nhém véi 4 chuyén gia dugc chon lua la cac
giang vién clia cac truong Dai hoc ngoai cong
lap tai TPHCM. Muc dich la nham diéu chinh
thang do cho phu hgp v6i ngii canh nghién ctu.
Két qua cho thdy phan 16n cac quan sat dugc
giti nguyén véi ndi dung nguyén thuay. Tuy
nhién c6 3 quan sat dugc diéu chinh nho dé€ dé
hiéu hon va phu hgp véi ngit canh nghién ctu.

4.3. Két qua nghién citu dinh lugng
Phan tich d¢ tin cdy Cronbach’s Alpha

Tién hanh phan tich hé s6 Cronbach’s Alpha
cho 100 phiéu khao sat so bo va 332 phiéu khao
sat chinh thic véi 5 bién tiém 4n (3 khai niém
nghién ctu). Sau khi phan tich Cronbach’s
Alpha cho tat ca 5 bién tiém 4n & trén, tat ca
thoa man ca hé s6 0,6<=Cronbach’s Alpha, tuy
nhién ta loai bién OS5, bién nay bi loai la do hé
s0 tuong quan bién-téng =0,257 <0,30.

Bang 1. H¢ so6 Cronbach’s Alpha

STT Nhianté Sobd Chinh thiic
1 PL 0,768 0,831
2 SR 0,875 0,848
3 SI 0,931 0,903
4 oS 0,849 0,822
5 OoC 0,761 0,800
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Phan tich nhan t6 khang dinh CFA

Mo hinh téi han bao gom 5 bién tiém
4n v6i 21 quan sat, két qua nhu sau: Két qua
CFA 6 hinh 3.3 cho thay mo6 hinh dat yéu cau.
Chi binh phuong = 236,205 vé6i 179 bac tu do
v6i p= 0,003. Tuy nhién Chi binh phuong hiéu
chinh CMIN/df=1,320<2, RMSEA=0,031<0,05
va cac chi s6 GF1=0,936; CF1=0,982, TFI=0,979
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tat ca déu >0,9 (Nguyén Dinh Tho & Nguyén
Thi Mai Trang, 2008) (xem Phu luc 3 online).
Trong s6 tai nhan t6 cla tat ca cac quan sat déu
>0,5 va c6 y nghia thong ké, p<0,001. Hé s6
tuong quan gitia cac khai niém nghién ctiu déu
khac 1 c6 y nghia thong ké nén thoa man gia tri
phan biét (tat ca cac AVE>MSV), hé s6 tin cay
tong hop (tit ca cac CR>0,5), téng phuong sai
trich déu thoa man (tit cad cic AVE>0,5).

Bang 2. Do ludng gid tri mo6 hinh

CR AVE MSV MaxR(H) PL oC oS SI SR
PL 0,836 0,563 0,277 0,854 0,750
oC 0,802 0,503 0,282 0,805 0,292 0,709
OS 0,825 0,543 0,282 0,834 0,352 0,531 0,737
SI 0,908 0,713 0,139 0,948 0,128* 0,373 0,327 0,844
SR 0,851 0,534 0,277 0,860 0,527 0,299 0,363 0,245 0731

Phan tich mé hinh cdu tric

Két qua SEM thdy mo hinh dat yéu cau. Cu
thé: Chi binh phuong = 262,126 vé6i 138 bac tu
do véi p= 0,000 tinh tuong doi theo bac tu do
CMIN/df= 1,433<2, RMRSEA=0,036<0,05 va
cac chi s6 GFI=0,929, CFI=0,976, TFI=0,972

tat ca déu 16n hon 0,9 (Nguyén Pinh Tho &
Nguyén Thi Mai Trang, 2008). Nhu viy, mo
hinh thich hop véi dit liéu cta thi trudng, cac
moi quan hé (gia thuyét) déu co6 y nghia thong
ké & muc y nghia 5%.

Bang 3. Két qua kiém dinh SEM chuén hoa

Estimate S.E. C.R. P
H1 (ON <--- PV 0,552 0,128 5,576 e
H2 oC <--- PV 0,274 0,137 2,745 0,006
H3 oC <--- (ON 0,379 0,095 4,252 et

Két qua ctia nghién ctiu nay ciing cho thdy, su
khang dinh lai cdc thanh phan cta thang do gid
tri ca nhén la kha 6n dinh trong nhiéu nghién
ctiu khac nhau, dong théi mé hinh VAB van
con nghiém dung véi nhiéu nghién ctiu trong
cac ngti canh khac nhau thuén theo chudi: gia
tri- thai do-hanh vi (Huynh Thi Xuan Mai &
Svein Otta Olsen, 2015; Pham Ngoc Thu & Le
Nguyen Hau, 2020). Két qua phan tich SEM
cho thdy, ca ba gia thuyét H1, H2, H3 déu cé y
nghia thong ké, chiing té gia tri ca nhan nguoi
lao dong c6 tac dong ban phan dén bién phu
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thudc. Cé nghia la gia tri ca nhan c6 tac dong
truc ti€p dén bién phu thudc, bén canh tac dong
gian ti€p cua no, c6 nghia la gia tri ca nhan anh
hudng dén su hai long doi véi t6 chiic va sy hai
long nay thic déy bién phu thudc nghia la lam
cho ngudi lao ddong gan két véi t6 chic.

5. Kétluan va hamy

5.1. Két Ludn

Xdc dinh cdc thanh phdn trong mé hinh.
Nghién ctiu dya vao ly thyét vé gia tri ca nhan
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va ly thuyét nén VAB, tac gia da dé xuat mo
hinh gém 3 khdi niém nghién ctiu gom gid tri ca
nhén nguoi lao dong, su hai long ctia ngudi lao
dong véi t6 chiic va su gan két véi t6 chiic trong
diéu kién nghién ctiu dugc thuc hién tai cac
truong Pai Hoc ngoai cong lap tai TP.HCM.

Xay dung thang do ludng. Trong 3 khai
niém nghién ctiu véi 5 bién tiém 4an co tat ca
22 bién quan sat, nghién ctiu dinh tinh dugc
thuc hién nham diéu chinh ndi dung ctia quan
sat cho phu hgp véi ngti canh nghién ctu va
dé hiéu doi véi cac ddp vién. Sau khi thuc hién
nghién ctu dinh lugng so bo c6 1 quan sat bi
loai do hé s6 tuong quan bién-téng <0,3 va 21
quan sat con lai dugc dua vao giai doan phan
tich chinh thuc. Khi thuc hién phéan tich CFA,
tat ca cac chi s6 déu thoa man d€ giti lai tat ca
cac quan sat d€ thuc hién phan tich moé hinh
cu truc.

Kiém dinh mo hinh. Sau khi tién hanh phan
tich mo6 hinh ciu tric cho thdy, tit ca cac gia
thuyét nghién ctiu déu c6 y nghia thong ké &
muc 95%. Két qua cho thdy, su hai long véi t6
chtic 1a trung gian ban phan trong mai lién hé
gilia gid tri cd nhan va sy gan két vdi td chic,
diéu nay co6 nghia la gia tri ca nhan ctia nguoi
lao ddng viia c6 tac dong truc tiép dén su gan
két va ca tdc dong gian tiép t6i su gan két véi
t6 chuc, trong do6 tac dong truc tiép la manh
hon (0,247 so véi 0,209=0,552*0,379). Két qua
nghién ctiu cho thdy, thang do gia tri ca nhan
van gom 3 thanh phan. Khung ly thyét nén cho
nghién cdu v6i mo6 hinh VAB van khing dinh
chuoi: gia tri- thdi do-hanh vi.

5.2. Ham y cua nghién ciiu

Két qua nghién ctiu cho thay, gia tri cd nhan
6 tac dong ban phan téi su gan két véi t6 chiic
cho théy rang gia tri ca nhan ctia ngudilao dong
dong vai tro rat quan trong trong viéc thu hut
va giti chan ngudi lao dong. Thong qua thang
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do gia tri cd nhan véi 3 thanh phan 1a cudc song
binh yén, gid tri nhan thiic xa hoi va gia tri hoa
nhdp xa hoi khdng dinh lai y nghia ctia thang do
trong linh vuc t6 chiic, diéu nay ngu y cho cac
nha quan tri rang, ngudi lao dong can diéu gi y
nghia d6i véi ho, di€u ma doi khi nhu cau vé vat
chat thai cling chua du.

Mot trong nhiing diéu quan trong hon trong
thuc tién trong gido duc Pai hoc, giang vién
chiém ty trong cao trong toan bd co cau quy
mo nhén sy cla cac truong Dai hoc. Bén canh
do, co cau doi ngti giang vién cac trudng ngoai
cong lap “giang vién doanh nhan” chiém mot ty
trong dang ké. Day la diém déc biét so véi cac
truong cong lap. Hién tai, chién lugc phat trién
cta cac trudng khong thién vé chiéu rong (theo
quy mo) ma theo chiéu sau (thién vé chat lugng
dich vu gido duc), do vay giang vién la cong
cu thé hién manh nhét khia canh chit lugng.
Chinh co cdu linh hoat trong déi ngi giang
vién cuia cac truong ngoai cong lap lam cho doi
ngil giang vién trong tinh trang bién dong. Mot
co s6 gido duc khong thé phat trién bén viing
khi ma do6i ngti giang vién bién dong lién tuc.
Chinh sy khong gan bo ctia gidng vién véi noi
lam viéc ctia ho lam rdi truong noi minh cong
tac dé dén mot noi khic dé 1a mot tén that rat
16n vé mic td chic.

5.3. Han ché ciia nghién ciiu

Cing nhu bat ky nghién ctiu nao ciing co6
nhu han ché cua né. Diu tién do6 la mau khao
sat. Trong nghién ctiu nay thuc hién véi ky
thuat 14y mau thuén tién. Diéu nay lam cho viéc
suy ludn va tdng qua hoéa nghién ctu bi han
ché. Tiép theo la mau khao sat chi dugc thuc
hién trong giao duc, ma khong phaila mau téng
hgp nhiéu nganh nghé khac nhau. Cudi cing
la trong nghién ctiu dinh tinh thang do dugc
diéu chinh ma khong phai la thang do dugc xay
dung méi.



Journal of Finance — Marketing Vol. 14, Issue 4 — June 2023

Tai liéu tham khao
Ajzen, I, (1991). The theory of planned behavior. Organizational Behavior and Human Decision Process,
50(2), 179-211. https://doi.org/10.1016/0749-5978(91)90020-T

Allen, N.J. & Meyer, J.P. (1990). The measure and antecedentsof affective continuuance and normative
commitment to the organizationt. Journal of Ocupational Psychology, 63(1), 1-18 https://doi.
org/10.1111/j.2044-8325.1990.tb00506.x

Anana, E.D.S. & Nique, W.M. (2007). professional category positioning: the role of personal values and their
influence on consumer perceptions. Database Marketing and Customer Strategy Management, 14(4),
289-96. https://link.springer.com/article/10.1057/palgrave.dbm.3250061

Arman, F. (2009). Employees motivation at Areco India manufacturing private Limited. The MBA Degree
Course of Bangalore University.

Bagozzi, R. P., Bergami, M. & Leone, L. (2003). Hierarchical Representation of Motives in Goalsetting.
Journal of Applied Psychology, 88(5), 915-943. https://doi.org/10.1037/0021-9010.88.5.915

Cabauatan, R. R. & R. A. Manalo (2018). A Comparative Analysis on Selected Issues on Economics of
Education in ASEAN Countries. Review of Integrative Business and Economics Research, 7, 68-78.
http://buscompress.com/uploads/3/4/9/8/34980536/riber_7-s1_sp_h17-054_68-78.pdf

Cronin, J.J. & Taylor, S.A. (1992). Measuring service quality: a re-examination and extension. Journal of
Marketing, 56(3), 55-68. https://doi.org/10.1177/002224299205600304

Duflo, E., et al. (2012). Incentives work: Getting teachers to come to school. American Economic Review,
102(4), 1241-1278. https://www.aeaweb.org/articles?id=10.1257/aer.102.4.1241

Eagly, A. H., & Chaiken, S. (1993). The Psychology of Attitudes. Fort Worth, TX: Harcourt Brance Javanovich

Eisenberg, M., Gathy, K., Vincent, T., Rawls, J. (1990). Molecular cloning of the UMP synthase gene
rudimentary-like from Drosophila melanogaster. Mol. Gen. Genet, 222(1), 1-8. https://link.springer.
com/article/10.1007/BF00283015

Evans, P. & Rauch, J.E. (1999). Bureaucracy and Growth: A Cross-National Analysis of the Effects of
“Weberian” State Structures on Economic Growth. American Sociological Review, 64(5), 748-765.
https://doi.org/10.2307/2657374

Gerbing, W.D. & Anderson, J.C. (1998). An update pqradigm for scale development incorporating
unidimensionality and its assessments. Journal of Marketing Research, 25(2), 186-92. https://
www.scholars.northwestern.edu/en/publications/an-updated-paradigm-for-scale-development-
incorporating-unidimens

Hansen, T. (2008). Consumer Values, the Theory of Planned Behaviour and Online Grocery Shopping.
International Journal of Consumer Studies, 32(2), 128-137. https://doi.org/10.1111/j.1470-
6431.2007.00655.x

Homer, P. M., & Kahle. L. R. (1988). A Structural Equation Test of the Value-Attitude-Behavior Hierarchy.
Journal of Personality and Social Psychology, 54(4), 638-646. https://doi.org/10.1037/0022-
3514.54.4.638

Huynh Thi Xuan Mai & Svein Otta Olsen (2015) Consumer participation in virtual communities: The role
of personal values and personality, Journal of Marketing Communications, 21(2), 144-164. https://doi.
org/10.1080/13527266.2012.736086

Jain, R. & Kaur, S. (2014). Impact of work environment on job satisfaction. International Journal of Scientific
and Research Publications, 4(1),1-8. https://www.ijsrp.org/research-paper-0114/ijsrp-p2599.pdf

Jeong, H. & Hmelo-Silver, C. E. (2010). Productive use of learning resources in an online problem-
based learning environment. Computers in Human Behavior, 26(1), 84-99. https://www.academia.
edu/39876840/Productive_use_of learning_resources_in_an_online_problem_based_learning
environment

Khan, P. & M. Igbal (2012). Overcrowded classroom: A serious problem for teachers. University of Science
and Information Technology, 49, 162-165. https://www.semanticscholar.org/paper/%22Over-
crowded-classroom%3A-a-serious-problem-for-Khan-Igbal/3cb86ee0f1bcadcc2286¢1bcb7f5197bc6
2cfcl2

73



Journal of Finance — Marketing Vol. 14, Issue 4 — June 2023

Lages, L.F. & Fernandes, J.C. (2005). The SERPV AL scale: a multi-item scale for measuring service personal
values. Journal of Business Research, 58(11), 62-72. https://www.academia.edu/23931933/The_
SERPVAL _scale_a_multi_item_instrument_for_measuring_service_personal_values

Liu, R, Ma, Q. & Zhao, X. (2009). SERPVAL construct validation in multi-service industries of Chinese
context. working paper, The University or Arizona, Tucson, AZ.

Mahmood, K. (2011). Conformity to quality characteristics of textbooks: The illusion of textbook evaluation
in Pakistan. Journal of research and Reflections in Education, 5(2), 170-190. https://ue.edu.pk/jrre/
articles/52006.pdf

Mowday, R.T, Porter, LW & Stress, R.M. (1979). The measures of rganizational commitment. Journal of
Vocational Behaviour, 22(8), 90-96. http://dx.doi.org/10.1016/0001-8791(79)90072-1

Nguyén Dinh Tho (2013). Gido trinh phuong phdp nghién ciiu khoa hoc trong kinh doanh. Thanh phé Ho
Chi Minh: Nha xu4t ban Tai chinh.

Nguyén Dinh Tho & Nguyén Thi Mai Trang (2008). Nghién ciiu khoa hoc Marketing-Ung dung mé hinh cdu
triic tuyén tinh SEM. Ha Noi: Nha xuat Dai Hoc Quoc Gia TPHCM.

Tho, N. D., Trang, N. T. M., & Olsen, S. O. (2015). Brand personality appeal, brand relationship quality and
WOM transmission: a study of consumer markets in Vietnam. Asia Pacific Business Review, 22(2),
307 -324. https://doi.org/10.1080/13602381.2015.1076655

Ngo Vu Minh & Nguyen Huan Huu (2016). The Relationship between Service Quality, Customer
Satisfaction and Customer Loyalty: An Investigation in Vietnamese Retail Banking Sector. Journal of
Competitiveness, 8(2), 103 — 116. https://doi.org/10.7441/joc.2016.02.08

Nunnally, J.C. & Bernstein, I.H. (1994). Psychometric Theory, 3" ed, McGraw-Hill. New York.

Olson, J. & Reynolds, T. (1983). Understanding consumers’ cognitive structures: implications for advertising
strategy. in Percy, L. and Woodside, A. (Eds), Advertising and Consumer Psychology, Lexington
Books, Lexington, MA. https://www.econbiz.de/Record/understanding-consumers-cognitive-
structures-implications-for-advertising-strategy-olson-jerry/10002586670

O'reilly, C. & Chatman, J. (1986). Organizational Commitment and Psychological Attachment: The Effects
of Compliance, Identification on Prosocial Behavior. Journal of Applied Psychology. http://dx.doi.
0rg/10.1037/0021-9010.71.3.492

Parasuraman, A., Zeithaml, V.A. & Berry, L.L. (1988). SERVQUAL: a multiple-item scale for measuring
consumer perceptions of service quality. Journal of Retailing, 64(1),12-40. http://dx.doi.
0rg/10.1037/0021-9010.71.3.492

Pham Ngoc Thu & Le Nguyen Hau (2020). Service personal values and customer loyalty A study of banking
services in a transitional economy. International Journal of Bank Marketing , 28(6), 465-478. https://
doi.org/10.1108/02652321011077706

Philip Kotler (2001). Nhiing nguyén ly tiép thi. Ha Noi: Nha xudt ban Thong Ké.

Purc, E. & Laguna, M. (2019). Personal Values and Innovative Behavior of Employees. Frontier in
Psychology, 10(865), 1-16. https://doi.org/10.3389/fpsyg.2019.00865

Schwartz, S. H., & Bilsky, W. (1987). Toward a Psychological Structure of Human Values. Journal of
Personality and Social Psychology, 53(3), 550-562. https://doi.org/10.1037/0022-3514.53.3.550

Schwartz, S.H. (1994). Are there universal aspects in the content and structure of values?. Journal of Social
Issues, 50(4),19-45. https://doi.org/10.1111/j.1540-4560.1994.tb01196.x

Taylor, S.A. & Baker, T.L. (1994). An assessment of the relationship between service quality and customer
satisfaction in the information of consumers’ purchase intentions. Journal of Retailing, 70(2), 163-78.
https://doi.org/10.1016/0022-4359(94)90013-2

Tran Dic Thing va Pham Long (2013). M&i quan hé gitia chét lugng dich vu ngan hang dién tu véi su thoa
man va long trung thanh cta khach hang & Viét Nam. Kinh té phdt trién, 26-33. https://dlib.neu.edu.
vn/handle/NEU/36576

Truong Duic Thao (2018). Dong luc lam viéc ciia gidng vién trong cdc trudng dai hoc ngoai cong ldp & Viét
Nam. Luadn an Tién si: Pai hoc kinh t€ quoc dan.

74



Journal of Finance — Marketing Vol. 14, Issue 4 — June 2023

Xie, C., R. P. Bagozzi, & Troye, S. V. (2008). Trying to Prosume: Toward a Theory of Consumers as Co
Creators of Value. Journal of the Academy of Marketing Science, 36(1), 109-122. https://doi.
org/10.1007/s11747-007-0060-2

Young, S. & Feigi, B. (1975). Using the benefit chain for improved strategy formulation. Journal of Marketing,
39(7),72-74. DOI:10.1177/002224297503900315

Zeithaml, V.A. (1988). Consumer perceptions of price, quality, and values: a means-end model and synthesis
of evidence. Journal of Marketing, 52(7), 2-22. https://doi.org/10.2307/1251446

Zeithaml, V.A. & Bitner, M.]. (2000). Services Marketing: Integrating Customer Focus across the Firm. 2nd
Edition, McGraw-Hill, Boston. http://repository.vnu.edu.vn/handle/ VNU_123/84988

75



